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Abstract

Hotel marketing and customer behavior exhibit new characteristics in the e-commerce platform
environment, necessitating systematic research on their interactive mechanisms. By constructing a
“platform-strategy-behavior” triadic analytical framework, this study examines three types of hotel
marketing strategy systems: official website direct sales, OTA channel expansion, and social media
communication, revealing the complete behavioral chain of customer need triggering, information
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searching, alternative evaluation, and booking conversion. The research findings indicate that: of-
ficial website direct sales strengthen brand dominance, OTA cooperation broadens traffic entry
points, and social communication builds emotional connections; customer behavior demonstrates
characteristics of cross-platform searching, transparent evaluation, and convenient conversion;
marketing strategies guide customer decision-making paths while behavioral data feeds back into
strategy optimization, forming a dynamic closed loop between the two. This research provides the-
oretical support for hotels to construct omnichannel marketing systems and enhance digital oper-
ational capabilities.
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